Invoking War & Spreading Lies, the technique called “Propaganda” has long 
been a centerpiece of systematic manipulation. It comes in many forms - 
sometimes obvious & blatant, and other times smooth, subtle & coy. 


Propaganda means “To Propagate” - any image with a “secret message” 
intended to influence behavior, emotion or ideas. 


“Propaganda” is not the Evil War Poster in itself, nor the Corrupt 
Government trying to manipulate its citizens into military service. 


In short, Propaganda is the “Magickal Will” of an Image. 


It is a “Fixed Magickal Will” intentionally created and layered into an image 
as to provoke a definite emotional influence, physical response, or to 
reinforce (or “seed”) a specific idea. 


In this general understanding, there really is no difference between, say, a 
“Magickal Talisman/Amulet” that invokes an essence in it's wearer, or 
evokes a specific reaction by another person viewing it. 


As with Magick & Witchcraft, Propaganda can be White, Black or Grey. 
Thus, Propaganda in itself isn't a “bad thing” or “evil manipulation” — it 
simply means intentional influence. 


Yet the knee-jerk response from most uninformed people when simply 
hearing the word “Propaganda?” is to recoil in disgust or distrust, as if 
hearing the words of a Corrupt Snake tempting one to devour 
the Poisoned Fruits of a Diseased Tree. 


This is a fatal error, for “Advertising” & “Propaganda” are essentially the 
same - identical, actually. The reason we distinguish the two is because 
“Advertising” is simply the “soft word” adopted by the economic world. 


People inherently get upset when you “Fool Them,” or when they realize 
you are trying to “Fool Them” on purpose - no matter what it is about. 
Most of the time, the ones most upset are those most easily fooled. 


For these people, there is selective process of ignoring information that 
they've self-willed & self-trained purposely as to “look the other way.” In 
short, they find the sheer bombardment of advertisements systematically 
manipulating them horrifically creepy, and want no further consideration. 


This is a dismal response that finds no balance with the brighter equation. 


For instance, imagine you are walking down the street and encounter a 
billboard advertisement that shows an image of smiling people all 
Democratically voting in a free and fair election. The not-so-hidden 
message propagated is: “please vote in a free election.” 


Is there any reason to fear this message because it has been 
“propagandized” to you? Are you not happy to see this billboard seeding 
this specific idea, as opposed to some Dictator's billboard seeding tyranny? 


Do you yourself not use your words as if a sonic billboard? If you speak the 
sentence “go vote in a free and fair election” to your friend and say it with 
vibrant, emotional charge and they act on it, does your sentence in their 
memory not constitute an “inner plane” billboard? A sentence etched in the 
memory like a fixed object with a fixed Magickal Will, forever in the 
subconscious computer, eternally repeating the same message? 


Are you not putting unconscious advertisements in people's minds anytime 
you want to “fire them up” to do something you believe in, such as 
community work? Does it not feel like you've accomplished the right thing 
by inciting 12 people to show up and feed/clothe the homeless on a 
freezing winter day, when they otherwise would've sat at home watching 
TV? But you, as Master Propagandist, propagated this action? By appealing 


to their emotions as to influence their direct behavior and mold it so they 
will hand out clean socks, soup cups and blankets? 


Similarly, one could find a billboard showing The Amazon Forest being 
destroyed by developers and attempting to influence the viewer into some 
sort of action towards protecting the environment. 


The above examples clearly show why Propaganda is not “The Villain” — it is 
the agenda and intention of “The Operator” that must be questioned. 


As with Magick & Witchcraft, Propaganda can be White, Black or Grey. 


In realization of this, the clever mind will quickly discern that every time 
they step into public they are besieged with Magickal Manipulation from all 
manners of advertisers & systems. Once you train your mind to locate the 

Propagandic Layers, you begin to see things very clearly. 


A Pop Culture reference to this phenomenon is best described by John 
Carpenter's “They Live.” Propaganda is a form of literacy - and when you 
are able to “Read Propaganda” you begin to see things as Roddy Piper did, 

with those wonderful sunglasses on. 


Other modes of propaganda are quite subtle. One can easily imagine 
Military Posters attempting to recruit soldiers - but not so often is it 
recognized that Commercial Advertisements are also propaganda. 


Propaganda occurs anytime an artist paints a picture that intentionally 
conveys a secret message to the one viewing it; art with a message that 
the viewer decodes subliminally. 


“Propagating The Message” in art is often a purely emotional influence. If a 
painting is meant to evoke a specific emotional response, that is it's 
“Propagandic Function.” 


If the artist “Captured The Feeling Perfectly” it's because the Propaganda 


worked effectively, because the Propagation was “The Feeling.” 


Anytime a punk rock band writes a song against “Manipulative War 
Propaganda,” they are using propaganda. The recorded song, like a static 
image, has a fixed “Magickal Will” to it — it's “set in stone” forever, 
intentionally, because The Operators (The Band) created it to be that way. 


In Punk Rock, the lyrical messages are generally direct and less vague. But 
anytime lyrics are vague enough that the listener has to demystify it and 
come to an analytical conclusion as to what the poetic language means 
(and the writer of the lyrics/song knew from the get-go that the listener 
was going to puzzle over the song before eventually arriving at a 
preconceived conclusion of ideas), it is Text Book Propaganda 


Despite this author having spent decades involved in punk rock, it has often 

been the author's experience that punk rockers get really freaked out when 

you even mention the word “Propaganda” because they've been conditioned 
(rightfully) to have a knee-jerk reaction to the word. 


The reason why is because punk rock bands have from the start of their 
subculture been propagating through propaganda that a certain form of 
propaganda is bad. And they are absolutely correct to do so - yet it 
obscures the larger dynamic. 


**Understand that this thesis itself is from an Author who is attacking 
“manipulative propaganda” with the same zeal & ferocity of a punk rock 
protest song, and also an author who's political opinions are left wing. 
Furthermore, consider this not just an average “punk rock tune,” but more 
a crusty C-Tuned Grindcore blast attack w/ ripping Thrash Metal guitars. 


Therefore, understand The Author's general attitude when commenting that 

anytime a punk rocker wears punk rock clothing as to visually declare they 

are rebelling against conformity (whatever that personally means to them), 

they are wearing propaganda to propagate this message. For the Punk Rock 
scene, Propaganda is their ultimate power and resource. 


That may not sit well with people, but let's be honest. There is no scene 


more expert in utilizing propaganda to make itself grow then punk rock. 
The zines, t-shirts, bumper stickers, symbols, iconography; the wild hair 
colors & loud clothing - these are all vehicles of propaganda to propagate a 
message about revolting against static conformity. 


No scene is more aggressive about warning & educating people on the 
manipulative propaganda of The State then the Punk Rockers. 


But the Punk Rock scene made a unfortunate error by convincing 
themselves that all forms of propaganda are to be attacked & criticized 
outright, and to not even investigate or educate themselves on the concept. 


Yet still they use Propaganda as their ultimate tactic, and it stands at the 
center of their entire art form and community. 


Heavy Metal is another subculture that echoes many underpinning elements 
of punk rock, and the two are like rival siblings which are interconnected in 
terms of audience. 


However, where Punk Rock concentrates it's message more on protesting 
the injustices of the physical world and tangible, practical, political subjects 
- the Heavy Metal scene is more about Empowerment of The Self Will as 
the ultimate protest. 


The Metalheads are largely aware of “magickal” ideas, because the Occult 
was always a “cool” topic in their subculture, going all the way back to 
Black Sabbath & Led Zepplin. Even the most uneducated metalhead still 
thinks like a Ceremonial or Alchemical Magickian - the question is how 

expansive is their knowledge. 


The Goth/Industrial world is similarly saturated in Occult exploration, 
witchcraft, magick, etc. 


Therefore, Propaganda becomes a tool which can ultimately bridge these 
subcultures and create mutual pro-activity for positive change & dynamism. 


Another example of unnoticed propaganda are Movies. When we watch a 
film, we are being bombarded with images that have specific influence. One 
can hit pause and study a frame to derive information. 


This is the craft of the Filmmaker. “Film Literacy” - as in you can clearly 
“read” what is being communicated through the picture (as well as facial 
expressions, dialogue, accompanying music, character drives, etc). 


Films are highly controlled, massive assortments of propaganda strung 
together to leave it's audience with a final summarized idea, perception or 
feeling - the “Propagandic Bottom Line,” per se. 


The Director/Writer/Producer/Editor all intertwine as one Master 
Propagandist. The finished product is the work of a Propaganda Collective 
which essentially coagulate into a larger blanket Propagandist. They all 
form the “Wizard Of Oz” behind their work. 


Some films can be watched on mute and easily understood via “Film 
Literacy” (aka Propaganda Literacy). This is when a person can clearly 
“read between the lines” or actively seeks to discern the information while 
looking at what is blatantly presented to point to the secret message. 


Some films have a quiet, hidden meaning that is never explicitly stated. 
One example is “Taxi Driver.” On surface it seems a film about a troubled 
vigilante. Yet at core, we are being told information that says: “You are 
watching a complex mental illness you do not fully understand going off in 
a logically illogical way, and if you watch what Travis says/does, we are 
given clues to it's larger orientation.” 


So as one can see, the importance is understanding that Propaganda is 
about the conveyance of ideas, and is omnipresent - and is often called 
something else as not to confuse it or stigmatize it with blatant propaganda 
of the state or what we generally recognize propaganda as. 


Defined by American Heritage as "The systematic proposition of a given 
doctrine or of allegations reflecting its views and interests," propaganda is 
the advertising of ideas, of philosophy, and of ideology. 


However you evaluate it, the purpose is that of a deliberate, refined 
attempt to shape perceptions, mold behavior, or alter/maintain a balance of 
power that is advantageous to the propagandist or system behind it. 


We also find it's predominance in the rituals of organized religion, with their 
symbols of sanctity & divinity, which are also a form of propaganda. The 
term itself comes from Latin: "Congregation De Propaganda Fide" 
(congregation for propagating Roman Catholicism). 


It is unalterable that such a concept is ultimately linked with an objective to 
transmit ideology to an audience with related convictions or to persuade 
those yet concretely affirmed in their views. 


Yet the stigma that always takes precedence -- 
does propaganda necessarily mean lies? 


The theories, ideas & opinions presented in this work are ultimately aimed 
at social, cultural & artistic progress. The over-arching goal is to 
communicate the possibility of an apolitical framework which would induce 
a stronger & more unified underground through both knowledge and 
application of propaganda in all its conceivable forms. 


This thesis rests entirely upon certain assumptions which will in effect be 
recognized as the principle guidelines of all henceforth presented ideas. 


1. The belief that all forms of ideology, religion, advertising, and political 
systems are ultimately propaganda vying for the support of the individual. 


2. An understanding that the Modern Pagan Renascence is undeniably 
linked in its growth to propaganda. Not simply by virtue “As Above, So 
Below,” but also the very nature of Global Community. Whenever we 
intentionally advertise “Community” by means of flyers, brochures, posters, 


MEMEs - when we are fully aware that we are attempting to market the 
idea of “Community” to elicit an enthusiastic response from whomever may 
be looking at our advertisement - this is propaganda. “Advertising” is 
marketing a business service while “Propaganda is the “hidden message,” 
the “gut feeling,” the imparted impression. Propaganda is therefore the 
magickal principle of advertising. It is the will of the propagandist, like the 
will of the magician, to create a thought form. And just as a Ceremonial 
Magician send thought forms into the world, so the propagandist sends 
their thought forms by means of imagery cloaked in advertising. 


3. As the Global Pagan Community continues to expand with ever-increasing 
synchronicity. Occult Practitioners of all traditions & philosophies are now 
viewing themselves as a larger, more dynamic, interconnected whole. In 

concert with the Digital Age, the advance of internet connectivity has 
allowed the full range of magickal traditions from antiquity until present to 
be researched & absorbed at a rate of acceleration unseen throughout the 
history of magick. It is therefore integral to empower, sustain & evolve the 
growth of our global community by all rational, positive means - and there 
is no more a potent magickal tool then by means of Propaganda. 


4. The belief that at some level all music is “Audio Propaganda” - either in 
terms of propagating a direct message, or simply propagating an essence of 
feeling. If a composer seeks to transmit a specific emotion or mood to a 
listener as to invoke total sympathy and harmony with his composition, 
then this would note a classic example. For further exemplification, one not 
need seek further then the Bardic Schools of Druidry to firmly grip the 
importance of the uniting principles of Music, Magick & Propaganda as one. 


5. The belief that the strongest resistance to Manipulative Propaganda is 
by studying propaganda itself, and that through a comprehensive 
knowledge of its omnipresence one can clearly observe its ability to mold & 
modify both behavior & physical action. 


6. Propaganda is the most vital, unexplored Magickal Technique we have at 
our disposal to motivate idealism & sustain inertia. It has many long 
ranging implications to the Pagan Community and our evolving efforts. 


7. Once energized, we will be able to confer on new methods of alliance, 


multi-lateral approaches of activism & social change. Accelerated progress 
is only ascertainable in the zealous passion of a mass working together with 
healthy, positive philosophies. 


This is not to say such sentiment doesn't exist already or that there is little 
cooperation. The international underground continues to swell - at every 
local level worldwide progress is being made with each passing day. It all 
boils down to the cultivation of raw passion to achieve our shared goals. 


Despite the amount of naysayers, the greatest successes in history tend to 
be those which found the least understanding initially because they stood in 
starkest contrast with the general public opinion. 


Propaganda is a taboo subject, buried from public discourse for a number of 
reasons. Chiefly, it's suppression is due to it being a communication so 
powerful that it can, when honed to perfection, sway every mind & soul on 
earth. If there is a way to unite all minds as one shared psychic mass 
focusing on one concept, image, or evoked feeling at the same time, it is 
through the technique of Propaganda, fusing itself to the perfect item. 


There cannot be any argument against our inability to bring about total 
change within our lifetimes, but this does not relieve us in any way the 
obligation of resistance. 


In the question of idealism, past failures mustn't detour us -- political 
parties & social clubs are inclined to compromises, Occultists never. 


Therefore a reactionary philosophy is imminent. Such a basis of thought 
cannot be willing to collaborate with the hostile world of ideas it struggles 
against -- it must in essence manufacture its replacement. 


Propaganda accelerates change like no other device. 


OPPOSING PROPAGANDA: 
(ANALYSIS & ISOLATION) 


To understand opposing propaganda and its meaning in our daily lives, we 
must examine its implications. 


There is a definitive process of propaganda rooting in 5 main concepts: the 
institution itself, the propaganda agents thereof, media methods of 
attainment, cause and effect of social network, and finally, public opinion. 


Propaganda manifests itself as an appeal to the emotions through beliefs, 
values, attitudes, behavior, and group “norms.” These concepts are 
considered "anchors," or the "pressure points" of the human psyche. 


Resonance is the final variable of the equation, the sum achievement of all 
propaganda systems and the sustaining base of all inertia. Resonance is 
culminated through the inflammation of all conceivable anchors. 


Unlike persuasion, resonance is a skillful technique that inspires the 
recipient to foster budding ideas in response to a domino effect of either 
obvious or carefully laid subliminal messages. 


Effective propaganda aims for a target audience and all of the anchors 
which dictate their perceptions, giving expression to the recipients own 
concerns, tensions, aspirations, etc. 


Thus, propaganda denies all distance between the source and the audience 
by mirroring the propagandees own feelings. 


Likewise -- in the case of public oratory -- personal identification must take 
place between the propagandist and the propagandee (recipient). 


They share common sensations, concepts, images, and ideas that make 


them appear as one. The propagandist is then an archetypal figurehead 
that represents the inner voice of the propagandee. 


conversely, the propagandic message is more often homogeneous for the 
mass audience rather than to one person in an interpersonal setting 


In regards to this, one must be aware that all institutional propaganda is 
manufactured with concealed purpose & identity to establish control of 
information, manage public opinion, or manipulate behavior in general. 


all governments, societies, religions, philosophies and advertisements are 
unalterably propaganda mechanisms 


the way to resist propaganda is to identify the ideology & purpose 
of the campaign, the context in which it appears, the identity & 
motive of the propagandist, and the structure of the organization 


In terms of “Counter Spelling” Manipulative Propaganda, the famous phrase 
“Fight Fire With Fire” is adequate. The only way to truly defeat the 
omnipresent sway of Manipulative Propaganda is for someone to assume 
the role of propagandist and create a more powerful Rival Propaganda that 
manufactures the psychological conditions to impair its influence. 


The greatest victory the Manipulative Propaganda brokers ever scored was 
to disseminate the crippling belief that to wield propaganda oneself would 
therefore be “stooping to their level” - something dubious, vile & taboo. 


Propagandists propagandized that propaganda was morally wrong & had 
little uses outside obvious war use - by using propaganda they successfully 
propagated that no ordinary citizen should understand the technique. 


Propaganda itself - as a concept - provides the means to disrupt & counter 
Manipulative Propaganda through all communicative applications. 


Magick is the art & science of using willpower to mold reality — 


Propaganda is it's equivalent in the world of imagery. 
After all, what are the 22 Tarot Trumps? What are Runes & Sigils? 


Propaganda is Magick and must be recognized as such. 


AUDIO PROPAGANDA: 
A LOGICAL SYNTHESIS 


Long ago, during the 1950's, the American youth was first introduced to 
rock and roll. As this movement swept the country the possibility of a brave 
new world was secured through a medium representing a voice all their 
own. It was the ground zero bedrock of all resistance culture to come. 


The growth of the resistance culture was rapid -- primal freedom was 
electrified by the awakening of an ancient and largely untapped 
phenomenon - AUDIO PROPAGANDA. 


More than 60 years after "Rock Around The Clock" planted the seeds of 
CounterCulture in the collective mind of the youth, rock and roll -- at least 
in its mass media definition -- has become a harmless cacophony of 
vibrations and expressions. It is now a spectator sport, or one that aims to 
be, if you follow the guidelines of opposing propaganda. 


However, disruption has not wavered. New subcultures and attitudes rise 
from obscurity with each passing day. The real challenge is acceleration. 


We mustn't deny the power & veracity that is concentrated in this art-form 

or it's off-shoots. We must magnify the concept of audio propaganda’s (and 

associated counterculture artistic/philosophical movements) ability to incite 
progressive response as the central inertia of all intertwined movements. 


PROPAGANDA: 


(A HISTORICAL CONTEXT) 


The greatest and most enduring success in the history of propaganda -- and 
consequently the first subculture movement to develop it's full potential 
against the institution of its era -- is unquestionably Christianity. 


The rise of Christianity demonstrates how by skill and understanding of the 
audience, a specific appeal was engineered that ultimately shaped the 
course of world history. 


The originating Christian propagandists aimed to a large extent at the least 
successful areas of the rapidly collapsing Roman empire. The prime target 
unquestionably was that of the fringe elements within society -- the 
disenfranchised and the demoralized, the slaves and the sheepherders, the 
criminal and impoverished. 


all of this was manufactured to incite fanatical agitation against the system 
in order to manufacture its replacement with a radically new version of 
reality, philosophy, morality, purpose, vision & communal structure 


It's status was initially one of literally hundreds of competing philosophies 
created in the vacuum proceeding the fall of Rome, and with Christian 
propagandists lacking any control over the primitive form of multimedia at 
the ruling classes disposal, new ideas had to be fostered in the grassroots 
advertising of ideas. 


Instead of the now conventional devices Roman Emperor's initiated with 
immeasurable wealth and influence, Christian Propagandists instead relied 
on a masterful use of images and emotion appealing directly to the 
impoverished through their own field of vision and understanding. 


The legacy of the synagogue preacher was already well established. What 
differentiated Christian Propagandists from traditional Hebrew 


Propagandists was the ability and willingness to transfer conventional 
messages into a newly abbreviated "short attention span" form. 


The use of parables, dramatic gestures on the floor of the Temple, the 
graphic use of metaphor -- the seeds on stony ground, the eye of the 
camel, the shepherd and his flock -- and the highly personal experience of 
using audience members as human metaphors and making them the stars 
of the attraction fueled the reaction. 


It was nearly 4 centuries later that the cross became the symbol of 
Christianity. Beforehand, the use of two curved intersecting lines 
symbolizing a fish was widely used. 


Not only was this symbol easy to draw, it also had mystical overtones in 
that it derived from an acronym in Greek language -- "Jesus Christ, Son of 
God, saviour," saviour pronounced ichthus (fish). The theme of the fish was 
also the theme for recruitment, as the metaphor was that of "the fisher of 

mens' souls." 


The fish symbol was then used as a secret sign during persecution by 
Roman authorities. As a result it was found scrawled on walls, trees, any 
place where Christians wished to leave their mark to communicate their 

increasing numbers of strength to others. 


The most significant of all developments that the Christian Propagandists 
were responsible for was the very concept of "Cellular Proselytization." 


Later adopted by Lenin in the Russian Revolution, this is the process of 
creating groups in every major area of civilization to logistically support the 
movement at large. In effect, each cell would have its own leaders, and the 

loyalty/faith of the cell members were solidified by rituals of communion. 


The converts then become propaganda agents in themselves, propelled by 
zealot conviction. This was exemplified by the choice of 12 disciples as the 
dedicated core who would carry the message to other groups, who in turn 
would spread the word through personal contact in a system resembling 
today's pyramidal marketing schemes. 


In the end, Constantine I (the "final" Roman Emperor) adopted Christianity 
for political motives in 313 A.D. Realizing that the institution could no 
longer exist in opposition to this omnipresent movement, Christianity 

became the "official religion" of all the Roman Emperors. Not long after it 
was also adopted by the Germanic tribes who in turn inherited the 
remnants of the Empire throughout Europe. 


Aided by the remarkable infrastructure and lingering communication system 
of the tattered Empire, Christianity was then utilized as a ubiquitous 
propaganda of control. It was subverted to benefit the ruling class and 
"updated" whenever necessary, effectively undermining the original 
intentions of the movement. 


And still it exists today, channeling our behavior invisibly through a highly 
developed propaganda reaching us from remote prehistory. 


PROPAGANDA: 


(A TECHNICAL PERSPECTIVE) 


From hereon we discuss the technical aspects central to the effective use of 
propaganda. Modern propaganda uses all media available —- press, radio, 
television, film posters, meetings, door-to-door canvassing, handbills, 
billboards, speeches, flags, fashion styles, street names, monuments, coins, 
stamps, books, plays, comic strips, poetry, music, sporting events, cultural 
events, company reports, libraries, awards and prizes. 


Although there are variations and amalgams of the following themes, these 
seven major devices have become cardinal models of propaganda. Those 
devices are "Glittering Generality," "Transfer," "Testimonial," "Plain Folks," 
"Card Stacking," "Name Calling," and "Band Wagon." 


Glittering Generality: Associating a concept with a "virtue word" to create 
both acceptance and approval of the concept. 


Transfer The process of transferring the established respect and authority 
of something into a new concept to provide it a sense of credibility. 


Testimonial Consists in having a respected or hated individual publicly 
announce their favor towards or dislike of a concept. 


Plain Folks Convincing the audience that the ideas of the propaganda are 
favorable because they are "of the people," the "plain folks." 


Card Stacking Involves the selection and use of facts or falsehoods, 
illustrations or distractions, and logical or illogical statements in order to 
give the best or worst possible case for an idea, program, person, or 
product. 


Name Calling Giving a concept a bad label and therefore rejecting and 
condemning it without examining the evidence. 


Band Wagon Has as its core theme "everyone's doing it." 


Ethically, there are three direct classifications of propaganda in regards to 
this system -- Gray Propaganda, Black Propaganda, and White Propaganda. 


White Propaganda is when the source is identified correctly and the 
information in the message tends to be accurate. White Propaganda is 
ultimately meant to form a credible union with its audience. 


Gray Propaganda is when the source may or may not be identified 
correctly and the accuracy of the information is uncertain. It is the 
beginning of slanting information or concepts whose ultimate truth is in the 
eye of the beholder, walking the line between fact and fiction. 


Black Propaganda is when a false source intentionally fabricates 
deceptions. "Disinformation" or "Yellow Journalism" also falls into this 
realm, which is the widespread practice of planting news stories designed to 
weaken adversaries or political rivals. 


Opposing nations often rely on Black Propaganda to weaken their 

adversaries through initiatives of clandestine “PSYOPS” programs, an 

acronym for “Psychological Operations.” As is evident in KGB Cold War 
activities, the Soviets had secretly planted journalists in major newspapers 
in every conceivable state outside the Iron Curtain. The USSR even used 
black propaganda against themselves to maintain a desired effect. 


"Radio Free Hungary" attracted world attention and sympathy in 1956 when 
the Russians sent tanks into Budapest to silence the anti-communist 
revolution. RFH's pleas to the USA aroused sympathy from the entire world. 


The violent atrocities the Russians were perpetuating against Hungarians 
were described in graphic detail, and every transmission contained 
revolutionary messages to rise against the invading force and overthrow 
the communist regime since the USA had "promised" to militarily support 
the uprising. In effect the underground nation-wide broadcast had become 
the "voice of the people." 


In reality the station was a fraudulent KGB operation put in effect to 

embarrass the USA since they had no intention of getting involved. Thus, 
Russia demonstrated to the world that the United States could not be relied 
upon to logistically support a country in revolt. 


Radio Free Hungary was so effective that the CIA had no idea it was a 
propaganda device until long after it ceased broadcasting. 


the four basic tenements of successful propaganda come in its 
finality -- that the propaganda in question is clearly perceived, 
comprehended, remembered, and ultimately acted upon 


The success of its ideas manifest in becoming a widely acknowledged 
pathology reputed for its effective and practical integration with reality. The 
final product must invariably hold direct influence as a streamlining of 
consciousness whereas its influence directly affects the environment of the 

individual and those interconnected within the sphere of his existence. 


Since each Occultist group within the Global Pagan Counterculture 


inherently exists as a means to find a conclusion (or viable alternative) to a 
central problem, each incarnation of propaganda must then be tailored for 
select demographics. 


Since every group has its own identity and generally focuses on resisting 
differing concepts, this must be left to its members to decide the best 
course of dissemination. It remains relevant so long as it is symbolically 
spoken in that groups particular language. 


the difference between a member and a supporter is that support requires 
only a passive recognition of an idea, while membership demands an active 
role in pursuing it 


Propaganda aptly works from the standpoint of an idea and makes the 
supporter ripe for the success of this idea, while the counterculture as a 
larger entity achieves growth by the persistence of those enacting the idea. 
The success of an idea roots in the comprehensiveness of the propaganda 
to both support struggle and encourage resistance. 


the first task of propaganda is always to win supporters for subsequent 


proactivity -- the second is to incite the continuation of propaganda from 
those supporters independently 


False concepts & poor knowledge can be eradicated by instruction, the 
stubborn resistance of emotions never. As an art form propaganda focuses 
on the emotions of its audience, as a tool it provides the essential facts 
needed for motivation. 


There are three cardinal rules in direct relation to this: 


1) Never assume anyone will come to you naturally 


2) Never underestimate the apathy of the average individual 


3) Never assume that you can force anyone to change completely 


Agitation of resistance, in its fiery extremes, will always have the strongest 
grip on decimating the foundations of the first three rules. As a 
revolutionary principle, agitation is not employed to tell someone how to 
live -- agitation exists to incite them to live. 


All great revolutions in history were set in motion by the agitation of the 
common man. Similarly, all great agitations were the product of clear, 
strong, artistically superior propaganda. 


One only needs to study the history surrounding an epoch like The 
Communist Manifesto to see this in action. Examples of such agitation are 
also relevant in the history of lesser icons such as The Sex Pistols, Bathory, 

or The Velvet Underground. 


whether or not you agree with any of these sources is unimportant -- it is 
the importance of evaluating influence, how sources such as these have 
provided the fuel of others fires which have inevitably led to chain reactions 


The educated propagandist observes and understands his art from the 
liberal heights of the ACLU to the anti-humane methodology of the Nazi 
Party. Drastically polar opposites of course, but both entities agitating 
resistance through many of the same techniques. 


The difference between the noted comparisons are aggressive blind 
agitation and impassioned voluntary agitation. In other words, one can be 
violently thrust into a mob mentality through propaganda just as easily as a 
sane recognition of facts and sense of personal responsibility/morality. 


\ 


‘White Propaganda” concentrates solely on impassioned voluntary agitation 


In the question of agitating resistance, never overlook the efficiency of 
simplicity. The best methods are often the most straightforward and 
stripped down. Over-intellectualism (which I am clearly guilty of here) loses 
the audience rather quickly. 


The average individual possesses an enormous forgetfulness, therefore 


always retain the essential and avoid the non-essential -- keep it sharp and 
pointed while understanding the logic and language of the target audience. 
This is the finest way to "preach outside" the choir. 


The written word serves to retain, reinforce and deepen the points of view, 
the accompanying artwork most effective when aimed at emotions. Melded 
together they must present a combination of instant inertia. The 
propaganda must get beneath the skin until a definitive catharsis is 
manufactured. 


there must always be a method of practical resolution suggestively 
attached to this -- the more the concept appears solvable, the more the 


inertia will be culminated 


In the motivation of dismantling illusions, there must be no half-statements 
and no doubts. The sustained application of slogans, symbols, and phrases 
are utilized to drive ideas and images into the very subconscious of the 
individual. 


The most effective propaganda presents an obstacle and gives a solution 
which seems practical to attain. Harsh realism is of strongest motivation -- 
the coldest consideration of reality and the warmest embrace of life. A 
rigorous examination of opposing propaganda as a Spiritual/physical 
weapon, the abuses of the system, thorough examinations of 
society/government, the possibility that God does not exist, the view of the 
world from a purely alienated/scientific/psychological view, etc. 


the overall goal is unequivocally that of clearing all possible obstructions 
from an amplified, international unity 


Although this broad statement seems rather ludicrous in its implications, we 
must acknowledge that a definitive strategy is not necessary -- the strength 
lies in each group's own determination of struggle and sense of purpose. In 
effect, each group then becomes another gear within the larger machine of 
progress. In this there is no conscious center of a larger organization -- 
each group is symbolically an organization working independently of one 
another in shared philosophy. 


-- PROPAGANDA IN MOTION -- 


From here the organic process becomes self-sustaining. The effective 
organizer stresses the significance of exhibition, creating his events around 
a fantastical atmosphere -- an alternate world separate of conditioned 
reality. When this feeling is successfully conveyed the general audience will 
carry with them an air of pure disillusionment with all that does not concern 
this new impassioned reality. 


the end result of the organizer's effectiveness will not come from profitable 
enterprise but rather the creation of more organizers arising from the 
inertia culminated 


PROPAGANDA IN MOTION: REQUIEM 


ARTICLE II: METHODS OF AUDIO PROPAGANDA 
(USE OF PROPAGANDA MECHANISMS IN LYRICAL ORATORY) 


AD HOMINEM [ARGUMENT TO THE MAN]: Attacking the person instead of attacking 
his argument. For example, "Author X’s books are baseless, since he openly lectures on 
propaganda and has made propaganda a thematic centerpiece of his literature.” (which is 
true, but that's not why they're worthless — they are worthless for far more complex 
reasons). A common form is an attack on sincerity -- "How can you argue for veganism 
when you wear leather shoes?" A variation on this theme is to attack a whole class of 
people (i.e. power elite vs. the poor). Similarly, waving away a whole category of evidence 
by announcing "the scientists were drunk." Another variation is attack by innuendo: "Why 
don't scientists tell us what they really know -- are they afraid of mass panic?" There may 
also be a pretense that the attack isn't happening, when it is most certainly in motion. 
Attacks don't have to be strong or direct -- you can merely show disrespect, cut down 
stature, or attack an opponent’s intelligence. Oddly, the “stupidity attack” is sometimes 
reversed. For example, dismissing a comment with "Well, you're just smarter than the rest 
of us." This is “DISMISSAL BY DIFFERENCE.” “AD HOMINEM” is not fallacious if the 
attack goes to the credibility of the argument. For instance, the argument may depend on its 
presenter's claim that he's an expert. Trial judges allow this category. 


NEEDLING: Simply attempting to make the other person angry, without trying to address 
the argument at hand. Sometimes this is a delaying tactic. Needling is also Ad Hominem if 


you insult your opponent. You may instead insult something the other person believes in, 
interrupt, clown to show disrespect, be noisy, fail to pass over the microphone, etc. All of 
these work better if you are running things. For example if it is your radio show you can 
cut off the other person's microphone. If the host/moderator is firmly on your side, that is 
almost as good as running the show yourself. It's even better if the debate is videotaped, 
and you are the person who will edit the video. Usually, the best way to cope with insults is 
to show mild amusement, as a humorous comeback often works better than an incised one. 


STRAW MAN [FALLACY OF EXTENSION]: Attacking an exaggerated or caricatured 
version of your opponent's position. For example, "Senator X says that we should not fund 
the creation of more nuclear missiles. I can't understand why he wants to leave us 
defenseless." It is also common to exaggerate the opponent's position so that a comparison 
can be made between the opponent and Hitler, or fascism in general. 


INFLATION OF CONFLICT: Arguing that scholars are in debate of a specific point 
because their entire field of knowledge is "in crisis," or does not properly exist. For 
example, two historians debated whether Hitler killed five million Jews or six million Jews. 
A Holocaust denier argued that this disagreement made his claim credible, even though his 
death count is three to ten times smaller than the known minimum. 


ARGUMENT FROM ADVERSE CONSEQUENCES [FEAR TACTICS]: Saying an 
opponent must be wrong, because if he is correct then horrible things would therefore 
ensue. “God must exist, because a godless society would be lawless and dangerous.” Or 
“The defendant in a murder trial must be found guilty, because otherwise husbands will be 
encouraged to murder their wives at record levels.” 


SPECIAL PLEADING [STACKING THE DECK]: Using the arguments that support your 
position, but ignoring/disallowing arguments against it. 


EXCLUDED MIDDLE [FALSE DICHOTOMY; BIFURCATION]: Assuming there are 
only two alternatives when in fact there are many more (i.e. assuming Atheism is the only 
alternative to Fundamentalism, or being a traitor is the only alternative to being a patriot). 


SHORT TERM VS. LONG TERM: Presenting the idea that no two large-scale challenges 
can coincide -- "We must deal with crime on the streets before improving the schools." Or: 
"We should take the scientific research budget and use it to feed starving children, because 
we can’t fund both simultaneously." 


BURDEN OF PROOF: The claim that whatever has not yet been proved false must be true. 


ARGUMENT BY QUESTION: Asking your opponent a question which does not have a 
snappy answer (or no quick answer an audience can immediately process before being 


barraged with even more disinformation). The opponent has no choice but to appear 
weak/ill-informed or “heady” & long-winded. For example, "How can scientists expect us 
to believe that anything as complex as a single living cell could have arisen as a result of 
random natural processes?" It usually takes longer to answer a question than ask it. Variants 
are the “rhetorical question” and the “loaded question.” 


ARGUMENT BY RHETORICAL QUESTION: Asking a question in a way that leads to a 
particular answer. For example, "When are we going to give the old folks of this country 
the pension they deserve?" The speaker is leading the audience to the answer "Right now." 
Alternatively, he could have said "When will we be able to afford a major increase in old 
age pensions?" 


FALLACY OF THE GENERAL RULE: Assuming that something true in general is true in 
every possible case. For example, "All chairs have four legs." Except that rocking chairs 
don't have any legs. Similarly, there are times when certain laws should be broken. For 
example, ambulances are allowed to break speed laws. 


REDUCTIVE FALLACY [OVERSIMPLIFICATION]: Over-simplifying. As Einstein said, 
everything should be made as simple as possible, but no simpler. Political slogans such as 
"Taxation is theft" fall in this category. 


GENETIC FALLACY [FALLACY OF ORIGINS/VIRTUE]: If an argument/ arguer has a 
specific origin, then that argument must be right (or wrong). The idea is that things from 
that origin (or social class) have or lack virtue because of status. Therefore, the actual 
details of the argument can be overlooked, since correctness can be decided without debate. 


PSYCHOGENETIC FALLACY: If you understand the psychological/political reason why 
your opponent likes an argument, therefore he's biased, thus his argument must be wrong 
by default. 


ARGUMENT OF THE BEARD: Assuming that two ends of a spectrum are the same, since 
one can travel along the spectrum in very small steps. The name comes from the idea that 
being clean-shaven must be the same as having a big beard, since in-between beards exist. 
Similarly, all piles of stones are small, since if you add one stone to a small pile of stones it 
remains small. However, the existence of pink should not undermine the distinction 
between white and red. 


ARGUMENT FROM AGE [WISDOM OF THE ANCIENTS]: Propagandizing the “fact” 
that an argument is superior due to age, appealing either through seniority (experience) or 
innovation (youth). Products marketed “New & Improved” appeal such a belief (i.e. 
innovation = value/strength). 


NOT INVENTED HERE: Ideas from elsewhere are made unwelcome (i.e. "this is the way 
we've always done it"). This pertains to feelings that local ways/local identity are superior, 
and that innovations will only upset the established working system. An example of this is 
the assertion that America has "the best health care system in the world" when in reality it 
ranks 37th worldwide. Conversely, foreign or "imported" things may be held as superior. 


ARGUMENT BY DISMISSAL: An idea is rejected without saying why. Dismissals 
usually have overtones. For example, "If you don't like it, leave the country" implies that 
your cause is hopeless, or that you are unpatriotic, or that your ideas are foreign. "If you 
don't like it, go live in a Banana Republic" adds an emotive element to the equation. 


ARGUMENT TO THE FUTURE: Arguing that evidence will someday be discovered 
which will then support your point. 


POISONING THE WELLS: Discrediting the sources used by your opponents. 


ARGUMENT BY EMOTIVE LANGUAGE [APPEAL TO THE PEOPLE]: Using 
emotionally loaded words to sway the audience's sentiments instead of their minds. Many 
emotions can be useful -- anger, spite, envy, condescension, etc. “Guilty By Association” 
also falls in this category. 


ARGUMENT BY PERSONAL CHARM: Getting the audience to cut you slack. Prime 
Example: Ronald Reagan’s masterful control through use of personal charm/satire. It helps 
greatly if you have a “flat” opponent. Charm may create trust or the desire to "join the 
winning team.” This is intensified through “sex appeal.” 


APPEAL TO PITY/SYMPATHY [THE GALILEO ARGUMENT]: "I did not slaughter my 
parents in their sleep. I'm suffering enough as it is being an orphan." Some authors want 
you to know they're suffering for their beliefs. For example, "Scientists scoffed at 
Copernicus and Galileo; they laughed at Edison, Tesla and Marconi; they won't give my 
ideas a fair hearing either. But time will be the judge.” There is a variant where someone 
may refuse to answer an argument on the grounds that the inquisitor is mean-spirited and 
has thus hurt their feelings -- or the question is altogether too personal to answer. 


APPEAL TO FORCE: Threats, lawsuits, or even physical violence. The traditional 
religious threat is that one will burn in Hell. 


ARGUMENT BY VEHEMENCE: Being loud. Trial lawyers are taught this rule: “If you 
have the facts, pound on the facts; if you have the law, pound on the law. If you don't have 
either, just pound on the table.” The above rule paints vehemence as an act of desperation. 
But it can also be a way to seize control of the agenda, use up the opponent's time, or just 
intimidate the easily cowed. And it's not necessarily aimed at winning the day. A tantrum is 


also a way to get a reputation so that in the future no one will challenge you. 


BEGGING THE QUESTION [ASSUMING THE ANSWER/TAUTOLOGY]: ”Circular 
Reasoning.” The thing to be proved is used as one of your assumptions. For example: "We 
must have a death penalty to discourage violent crime," assumes capital punishment 
actually discourages crime in and of itself when the causes are infinitely more complex. 


STOLEN CONCEPT: Utilizing what you are trying to disprove in order to disprove it. That 
is, “requiring the truth of something for your own proof that it is completely false.” For 
example, using science to show that science is wrong. Or, arguing that you do not exist, 
when your existence is clearly required for you to be making the argument. A better 
example of this in action is LAIBACH and the NSK movement — an art collective that uses 
totalitarianism in order to decry totalitarianism/fascism. “STOLEN CONCEPT” is a 
relative of “BEGGING THE QUESTION,” except that the circularity is in what you are 
trying to prove, instead of what you are trying to disprove. It is also a relative of Reductio 
Ad Absurdum, where you temporarily assume the truth of something. 


ARGUMENT FROM AUTHORITY: The claim that the speaker is an expert, and therefore 
should be trusted. The speaker is actually claiming to be more expert in the subject area 
than anyone else in the room. There is also an implied claim that expertise in the area is 
worth having. For example, claiming expertise in something hopelessly quack (i.e. 
Creationism or Voodoo). 


ARGUMENT FROM FALSE AUTHORITY: For example, a Television commercial that 
begins "I'm not a doctor, but I play one on TV." Just what are we supposed to conclude? 


APPEAL TO ANONYMOUS AUTHORITY: An appeal to authority is made, but the 
authority is not named. For example, "Experts agree," "scientists say," or the mysterious 
"they conclude.” This makes the information impossible to verify. 


APPEAL TO AUTHORITY: "Albert Einstein was extremely impressed with this theory." 
Yet a statement made by someone long-deceased could be out of date, or warped from a 
specific context. To justify an appeal, the propagandist should at least present an exact 
quote. It's more convincing if the quote contains context, and if the propagandist can verify 
when/where the quote emerged. 


APPEAL TO FALSE AUTHORITY: A variation on “APPEAL TO AUTHORITY,” but The 
Authority is outside his area of expertise. For example, "Famous Physicist X studied 
Houdini extensively and found no evidence of fraud in his feats." Physicist X was not 
qualified to detect fraud of the kind used by stage magicians. A variation is to appeal to a 
non-existent authority. For example, referencing data/research in newspaper articles from 
sources which do not exist (i.e. directly fabricating academic journals such as “The Harvard 


Centennial,” “The Princeton Sentinel,” etc). Another variation is to misquote a real 
authority out of context, or to edit their response to suit the propaganda. The quote can be 
“glued together,” or fragments might have gone missing. 


STATEMENT OF CONVERSION: The speaker says "I used to believe in X". This is 
simply a weak form of asserting expertise. The speaker is implying that he has learned 
about the subject, and now that he is better informed, he has rejected X. So perhaps he is 
now an authority, and this is an implied “ARGUMENT FROM AUTHORITY.” Another 
variation is "I used to think that way when I was your age." The propagandist hasn't said 
what is wrong with your argument -- he is merely claiming that age has vindicated 
expertise. In reality "X" has not actually been countered unless there is mutual agreement 
on “upstaged expertise.” For example there are a number of Creationist authors who say 
they "used to be evolutionists,” but the actual scientists who’ve rated their books haven't 
noticed discovered any expertise about evolution. 


BAD ANALOGY: Claiming that two situations are highly similar, when they are not 
remotely so. For example, "The solar system reminds me of an atom, with planets orbiting 
the sun like electrons orbiting the nucleus. We know that electrons can jump from orbit to 
orbit; so we must look to ancient records for sightings of planets jumping from orbit to 
orbit also." Or, "Minds, like rivers, can be broad. The broader the river, the shallower it is. 
Therefore, the broader the mind, the shallower it is." Or, "We have pure food and drug 
laws; why can't we have laws to keep movie-makers from giving us filth?" 


EXTENDED APOLOGY: The claim that two things, both analogous to a third thing, are 
therefore analogous to each other. For example: "I believe it is always wrong to oppose the 
law by breaking it" in direct contrast to "Such a position is ludicrous and implies you 
would not have supported Martin Luther King." A person who advocates a particular 
position may be told that Hitler believed the same thing. The clear implication is that the 
position is somehow tainted through philosophical “guilt by association.” 


ARGUMENT FROM SPURIOUS SIMILARITY: This is a relative of’ “BAD 
ANALOGY.” It is suggested that some resemblance is factual proof of direct relationship. 


REIFYING: An abstract thing is talked about as if it were concrete. 


FALSE CAUSE: Assuming that because two things happened, the first one caused the 
second (sequence is not causation.) For example, "Before women were allowed to vote, 
there were no nuclear weapons." 

CONFUSING CORRELATION AND CAUSATION: “When sales of hot chocolate go up, 
street crime drops.” Does this correlation mean that hot chocolate prevents crime? No, it 
means that fewer people are on the streets when the weather is cold. “The bigger a child's 
shoe size, the better the child's handwriting.” Does having big feet make it easier to write? 


No, it means the child is older. 


CASUAL REDUCTIONISM [COMPLEX CAUSE]: Trying to use one cause to explain 
something, when in fact it had several causes. "The accident was caused by the taxi parking 
in the street." In reality all other drivers went around the taxi while the drunk driver crashed 
into the static object. 


CLICHE THINKING: Using as evidence a well-known “wise saying,” as if it is directly 
proven. 


EXCEPTION THAT PROVES THE RULE: This is used when a rule has been asserted, 
and someone points out the rule doesn't always work. The cliché rebuttal is that this is "the 
exception that proves the rule". Many people think that this cliché somehow allows you to 
ignore the exception, and continue using the rule. In fact, the cliché originally did no such 
thing. There are two standard explanations for the original meaning. The first is that the 
word "prove" meant test. That is why the military takes its equipment to a Proving Ground 
to test it. So, the cliché originally said that an exception tests a rule. That is, if you find an 
exception to a rule, the cliché is saying that the rule is being tested, and perhaps the rule 
will need to be discarded. The second explanation is that the stating of an exception to a 
rule, proves that the rule exists. 


APPEAL TO WIDESPREAD BELIEF [BANDWAGON/PEER PRESSURE]: The claim as 
evidence that many people believe an idea, used to believe an idea, or currently enact it. If 
the discussion is about social conventions -- i.e. "good manners" -- then this is a reasonable 
argument. However, in the 1800's there was a widespread belief that bloodletting cured 
sickness. All of these people were not just wrong, but horribly wrong. Clearly, the 
popularity of an idea is no guarantee that it's right. 


FALLACY OF COMPOSITION: Assuming that a whole has the same simplicity as its 
constituent parts. In fact, a great deal of science is the study of emergent properties. For 
example if you put a drop of oil on water, there are interesting optical effects. But the effect 
comes from the oil/water system -- it does not come just from the oil or just from the A car 
makes less pollution than a bus. Therefore, cars are less of a pollution problem than buses.” 


FALLACY OF DIVISION: Assuming that what is true of the whole is true of each 
constituent part. For example human beings are made of atoms, and since human beings are 
conscious, atoms must be conscious as well. 


COMPLEX QUESTION [TYING]: Unrelated points are treated as if they should be 
accepted or rejected together, when in reality each point should be accepted or rejected on 
its own merits. 


SLIPPERY SLOPE FALLACY [CAMEL’S NOSE]: There is an old saying about how if 
you allow a camel to poke his nose into the tent, soon the whole camel will follow. The 
fallacy here is the assumption that something is wrong because it is right next to something 
that is wrong. Or it is wrong because it could slide towards something that is wrong. For 
example, "If we legalize marijuana, then more people will try heroin." Or, "If I make an 
exception for you, then I'll have to make an exception for everyone." 


ARGUMENT BY PIGHEADEDNESS: Refusing to accept something after everyone else 
assumed it is proven. For example: “Flat Earth.” 


APPEAL TO COINCIDENCE: Asserting that some fact is due to chance. For example, the 
propagandist has had a dozen traffic accidents in six months, yet he insists they weren't his 
fault. On the other hand coincidences do happen, so this argument is not always fallacious. 


ARGUMENT BY REPETITION [ARGUMENT AD NAUSEAM|];: If you say something 
often enough, some people will begin to believe it. 


ARGUMENT BY HALF TRUTH [SUPPRESSED EVIDENCE]: For example, an 
amazingly accurate "prophecy" of the assassination attempt on President Reagan was 
shown on TV. But was the tape recorded before or after the event? Many stations did not 
ask this question, when it was in fact recorded afterwards. A book on the "Bermuda 
Triangle" might tell us that the yacht Connemara IV was found drifting crew-less, SE of 
Bermuda, on September 26, 1955. None of these books mention that the yacht had been 
directly in the path of Hurricane Iona, with 180 mph winds and 40-foot waves. 


ARGUMENT BY SELECTIVE OBSERVATION: Also called “Cherry Picking” the 
“enumeration of favorable circumstances,” or “counting the hits and forgetting the misses.” 
For example, a country boasts of the Olympic athletes it has produced, but is silent about its 
serial killers. Or, the claim "Technology brings happiness". Casinos encourage this 
tendency -- there are bells and whistles to broadcast jackpot winnings, but losing happens 
silently. This makes it much easier to think that the odds of winning are good. 


ARGUMENT BY SELECTIVE READING: Making it seem as if the weakest of an 
opponent's arguments were the best he had. Suppose the opponent gave strong argument X 
and weak argument Y -- simply rebut Y and ignore X. The propagandist selectively 
overlooks difficult arguments. 


ARGUMENT BY GENERALIZATION: Drawing a broad conclusion from a small number 
of unrepresentative cases. For example, "They say 1 out of every 5 people are Chinese, yet 
I know hundreds of people, and none of them are Asian." Similarly, "Because we allow 
terminally ill patients to use morphine, we should allow everyone to do so." 


ARGUMENT FROM SMALL NUMBERS: "I've thrown three sevens in a row. Tonight I 
can't lose." This is “ARGUMENT BY GENERALIZATION,” but it assumes that small 
numbers are the same as big numbers. Or, "After treatment with the drug one mouse were 
cured, one died, and the third escaped." Does this mean that if we treated 1000 mice then 
333 would be cured in result? 


MISUNDERSTANDING THE NATURE OF STATISTICS [INNUMERACY]: For 
example, it was widely reported that "cell phones cause brain cancer." In reality, the 
supposed increase in risk was at most | to 2 cancers per 100,000 people each year, with no 
real sustainable evidence to support it. Misinformation of statistical data is shown to be the 
most laudable propaganda used to sway public opinion. 


INCONSISTENCY: For example, “The declining life expectancy in the former Soviet 
Union is due to the failures of communism.” Yet the excessively high infant mortality rate 
in the United States is not a failure of capitalism. 


NON SEQUITOR: Something that just does not follow. For example, "Tens of thousands 
of Americans have seen lights in the night sky which they could not identify. The existence 
of life on other planets is fast becoming certainty." Another example -- arguing at length 
that your religion is of great help to humanity, and concluding that by faith alone your 
religious teachings are undoubtedly true. 


MEANINGLESS QUESTIONS: Irresistible forces meeting immovable objects, etc. 


ARGUMENT BY POETIC LANGUAGE: If it sounds good, it must be right. Songs often 
use this effect to create a sort of credibility - for example, "Don't Fear The Reaper" by Blue 
Oyster Cult. Politically oriented songs should be taken with a grain of salt, precisely 
because they sound good. 


ARGUMENT BY SLOGAN: If it's short, and connects to an argument, it must be an 
argument. (But slogans risk the Reductive Fallacy.) Being short, a slogan increases the 
effectiveness of Argument By Repetition. It also helps Argument By Emotive Language 
(Appeal To The People), since emotional appeals need to be punchy. (Also, the gallery can 
chant a short slogan.) Using an old slogan is Cliche Thinking. 


ARGUMENT BY PRESTIGIOUS JARGON: Using big complicated words so that you 
will seem to be an expert. Why do people use "utilize" when they could utilize "use" ? For 
example, crackpots used to claim they had a Unified Field Theory (after Einstein). Then the 
word Quantum was popular. Lately it seems to be Zero Point Fields. 


ARGUMENT BY GIBBERISH [BAFFLEMENT]: This is The Author’s personal favorite 
and an extreme version of “ARGUMENT BY PRESITIGOUS JARGON.” An invented 


vocabulary greatly helps this effect, although ordinary words can also be used to baffle the 
recipient. For example, "Omniscience is greater than omnipotence, and the difference is 
two. Omnipotence plus two equals omniscience. META = 2." Gibberish works effortlessly 
on people that can't find meaning in technical/prestigious jargon. It can also effectively be 
used as a "SNOW JOB" (aka “CONFUSION THROUGH BULLS**T”) by a propagandist 
who is actually familiar with the tech-jargon itself. “ARGUMENT BY POETIC 
LAGUAGE” can also be utilized as an effective “SNOW JOB.” An example of poetic 
gibberish: "Each autonomous individual emerges holographically within ego-less 
ontological consciousness as a non-dimensional geometric point within the transcendental 
thought-wave matrix." For one of the ultimate examples of absurd, poetic gibberish in the 
whole of political history, please refer to Mussolini’s “My Autobiography.” 


EQUIVOCATION: Using a word to mean one thing, and then later using it to mean 
something different. 


EUPHEMISM: The use of words to cushion emotional response. The soldier wasn't killed, 
he was “sacrificed” in duty. Genocide was “ethnic cleansing.” The death of innocent 
bystanders is “collateral damage.” This is related to “ARGUMENT BY EMOTIVE 
LANGUAGE,” since the effect is to make a concept emotionally palatable. 


WEASEL WORDING: This is very much like “EUPHEMISM,” except that the word 
changes are done to claim a new, different concept rather than soften the old concept. For 
example, an American President may not legally conduct a war without a declaration of 
Congress. So various Presidents have conducted "police actions", "armed incursions", 
"protective reaction strikes," "pacification," "safeguarding American interests," and a wide 
variety of "operations". Similarly, War Departments have become “Departments of 
Defense,” and untested medicines have become “alternative medicines.” 


LIES: Intentional Errors of Fact. If the speaker thinks that lying serves a moral end, this 
would be a “PIOUS FRAUD.” 


HYPOTHESIS CONTRARY TO FACT: Arguing from something that might have 
happened, but did not. 


INTERNAL CONTRADICTION: Saying two contradictory things in the same argument. 
For example, claiming that Archaeopteryx is a dinosaur with hoaxed feathers, and also 
saying in the same book that it is a "true bird". 


CHANGING THE SUBJECT [DIGRESSION/MISDIRECTION]: This is sometimes used 
to avoid having to defend a claim, or to avoid making good on a promise. In general, there 
is something you are not supposed to notice. For example, one receives a bill with extra 
fees announcing its flux via tax increase. On calculation the increased tax was only costing 


the citizen a dime, while a different part of the bill had silently gone up $10. This is 
connected to various diversionary tactics, which may be obstructive, obtuse, or needling. 
For example, if you quibble about the meaning of some word a person used, they may be 
quite happy about being corrected, since that means they've derailed you or changed the 
subject. They may pick nits in your wording, deliberately misunderstand you: "You said 
this happened five years before Hitler came to power. Why are you so fascinated with 
Hitler? Are you anti-Semitic?" It is also connected to various rhetorical tricks, such as 
announcing that there cannot be a question session because the speaker must leave (though 
he actually doesn't leave the building). 


ARGUMENT BY FAST TALKING: If you go from one idea to the next quickly enough, 
the audience won't have time to think. Rapid delivery does not leave the audience any 
timeframe to reject what they’ ve heard. 


FAILURE TO ASSERT [DIMINISHED CLAIM]: Almost claiming something, but backing 
out. For example, "It may be, as some suppose, that ghosts can only be seen by certain so- 
called sensitives/mediums, who are possibly special mutations with, perhaps, abnormally 
extended ranges of vision and hearing. Yet some claim we are all sensitives/mediums." 
Another example: "I don't necessarily agree with the liquefaction theory, nor do I endorse 
all of Walter Brown's other material, but the geological statements are informative." The 
strange thing here is that liquefaction theory (the idea that the world's rocks formed in flood 
waters) was demolished in 1788. To "not necessarily agree" with it, today, is in the category 
of "not necessarily agreeing" with 2+2=3. But notice that writer implies some study of the 
matter, and only partial rejection. A similar thing is the failure to rebut. Suppose one raises 
an issue. The response that "Woodmorappe's book talks about that" could possibly be a 
reference to a resounding rebuttal. Or perhaps the responder hasn't even read the book yet. 
How can one tell? 


AMBIGUOUS ASSERTION: A statement is made, but it is sufficiently unclear and leaves 
some form of leeway. For example, a book about Washington politics did not place 
quotation marks around quotes. This left ambiguity about which parts of the book were 
first-hand reports and which parts were second-hand reports, assumptions, or outright 
fiction. Of course, lack of clarity is not always intentional. Sometimes a statement is just 
vague. If the statement has two different meanings, this is “amphiboly.” 


FAILURE TO STATE: If you make enough attacks, and ask enough questions, you may 
never have to actually define your own position. 


OUTDATED INFORMATION: Information is given, but it is not the latest info on the 
subject. For example, some creationist articles about the amount of dust on the moon quote 
a measurement made in the 1950's, yet better measurements have been done since then. 


AMAZING FAMILIARITY: The speaker seems to have information that there is no 
possible way for him to get, on the basis of his own statements. 


LEAST PAUSIBLE HYPOTHESIS: Ignoring all of the most reasonable explanations. This 
makes the desired explanation into the only one. There is an old rule for deciding which 
explanation is the most plausible. It is most often called "Occam's Razor," and it basically 
says that the simplest answer is often the best. The current phrase among scientists is that 
an explanation should be "the most parsimonious,” meaning that it should not introduce 
new concepts when old concepts will do just fine. 


ARGUMENT BY SCENARIO: Telling a story which ties together unrelated material, and 
then using the story as proof they are related. 


AFFIRMING THE CONSEQUENT: Logic reversal. A correct statement of the form "if P 
then Q" gets turned into "Q therefore P". For example, "All cats die; Plato died; therefore 
Plato was a cat." Another example: "If the earth orbits the sun, then the nearer stars will 
show an apparent annual shift in position relative to more distant stars (stellar parallax). 
Observations show conclusively that this parallax shift does occur. This proves that the 
earth orbits the sun." In reality, it proves that Q [the parallax] is consistent with P [orbiting 
the sun]. But it might also be consistent with some other theory. Another example: "If space 
creatures were kidnapping people and examining them, the space creatures would probably 
hypnotically erase the memories of the people they examined. These people would thus 
suffer from amnesia. But in fact many people do suffer from amnesia. This tends to prove 
they were kidnapped and examined by space creatures." 


ARGUMENT BY DEMANDING IMPOSSIBLE PERFECTION [MOVING THE 
GOALPOSTS]: If your opponent successfully addresses some point, then say he must also 
address some further point. If you can make these points continually more difficult then 
eventually your opponent must fail. If nothing else, you will eventually find a subject that 
your opponent isn't up on. If each new goal causes a new question, this may get to be 
“INFINITE REGRESSION.” It is also possible to lower the bar, reducing the burden on an 
argument. For example, a person who takes Vitamin X might claim that it prevents colds. 
When they do get a cold, then they move the goalposts, by saying that the cold would have 
been much worse if not for the Vitamin X. 


APPEAL TO COMPLEXITY: If the propagandist doesn't understand the topic, he 
concludes that nobody understands it. 


COMMON SENSE: Unfortunately, there simply isn't a common-sense answer for many 
questions. In politics there are a lot of issues where people disagree. Each side thinks that 
their answer is common sense. Clearly, some of these people are wrong. The reason they 
are wrong is because common sense depends on the context, knowledge & experience of 


the observer. 


ARGUMENT BY LAZINESS/UNINFORMED OPINION: The arguer hasn't bothered to 
learn anything about the topic. He nevertheless has an opinion, and will be insulted if his 
opinion is not treated with respect. For example, someone read “PROPAGANDA IN 
MOTION,” and made numerous attacks/complaints clearly showing he hadn't even 
remotely grasped the logic or major points. When THE AUTHOR pointed this out, the 
reader replied that one should never have written such a confusing piece of literature. 


DISPROOF BY FALLACY: If a conclusion can be reached in an obviously fallacious way, 
then the conclusion is incorrectly declared wrong. This is different from Reductio Ad 
Absurdum where your opponent's argument can lead to an absurd conclusion. In this case, 
an absurd argument leads to a normal conclusion. 


REDUCTIO AD ABSURDUM: Showing that your opponent's argument leads to some 
absurd conclusion. This is in general a reasonable and non-fallacious way to argue. If the 
issues are razor-sharp, it is a good way to completely destroy an argument. However, if the 
waters are a bit muddy, perhaps you will only succeed in showing that your opponent's 
argument does not apply in all cases. However, if you are faced with an argument that is 
poorly worded, or only lightly sketched, Reductio Ad Absurdum may be a good way of 
pointing out the holes. 


FALSE COMPROMISE: If one does not understand a debate, it must be "fair" to split the 
difference, and agree on a compromise between the opinions. Journalists often invoke this 
fallacy in the name of "balanced" coverage. 


FALLACY OF THE CRUCIAL EXPERIMENT: Claiming that some idea has been 
proved/disproved by a pivotal discovery. This is the "smoking gun" version of history, and 
scientific progress is often reported in such terms. This is inevitable when a complex story 
is reduced to a sound-byte, but it's almost always a distortion. In reality, a lot of 
background happens first, and a lot of buttressing/retraction happens afterwards. And in 
natural history, most of the theories are about how often certain things happen. For those 
theories, no one experiment could ever be conclusive. 


TWO WRONGS MAKE A RIGHT: A charge of wrongdoing is answered by a 
rationalization that others have sinned, or might have sinned. For example, Bill borrows 
Jane's expensive pen, and later finds he hasn't returned it. He tells himself that it is okay to 
keep it, since she would have taken his. War atrocities and terrorism are often defended in 
this way. Similarly, some people defend capital punishment that the state is killing people 
who have killed. 


PROPAGANDA IN MOTION: REQUIEM II 


ARTICLE III: PSYOP STRATEGEMS 
(PROPAGANA TECHNIQUES; AN ENCYCLOPEDIA MINOREM) 


EXHIBIT A: CHARACTERISTICS OF CONTENT SELF-EVIDENT 


NATURE OF ARGUMENTS USED: An argument is a reason, or a series 
of reasons, offered as to why the audience should behave, believe, or 
think in a certain manner. An argument is expressed or implied. 


INFERRED INTENT OF THE ORIGINATOR: This technique refers to 
the effect the propagandist wishes to achieve on the target audience. 
"Divisive" & "Unifying" propaganda fall within this technique. It might 
also be classified on the basis of the effect it has on an audience. 


SELF-EVIDENT TECHNIQUE/APPEAL TO AUTHORITY: Appeals to 
authority cite prominent figures to support a position, idea, argument, 
or course of action. 


ASSERTION: Assertions are positive statements presented as fact. 
They imply that what is stated is self-evident and needs no further 
proof. Assertions may or may not be true. 


BANDWAGON /INEVITABLE VICTORY: “BANDWAGON” and 
“INEVITABLE VICTORY” attempt to persuade the audience to take a 
course of action "everyone else is taking." This technique reinforces the 
natural desire to be on “the winning side.” This technique is used to 
convince the audience that a program is an expression of an irresistible 
mass movement that it is in their best interest to join. "INEVITABLE 
VICTORY" invites those not already on the bandwagon to join those 
currently aligned. Those partially on the bandwagon are reassured that 
staying aboard is the best course of action. 


OBTAIN DISAPPROVAL: This technique is used to get the audience to 
disapprove of an action/idea by suggesting the idea is popular with 
groups that are hated/feared by the target audience. Thus, if a group 
which supports a policy is led to believe that undesirable, subversive, or 
contemptible people also support it, the members of the group might 


change their position. 


GLITTERING GENERALITIES: Glittering generalities are emotionally 
charged words closely associated with valued concepts/beliefs that carry 
conviction without supporting information -- ask for approval without 
examination of the reason. They appeal to such emotions as love of 
country, home, peace, freedom, glory, honor, etc. Though the 
words/phrases are vague and suggest different things to different 
people, their connotation is always favorable. Generalities may vary in 
effectiveness with changes in conditions. They must, therefore, be 
responsive to current conditions. Phrases which called up pleasant 
associations at one time may evoke unpleasant or unfavorable 
connotations at another, particularly if their frame of reference has been 
altered. 


VAGUENESS: Generalities are deliberately vague so that the audience 
may supply their own interpretations. The intention is to move the 
audience by use of undefined phrases, without analyzing their validity or 
attempting to determine their reasonableness or application. 


RATIONALIZATION: Individuals or groups may use favorable 
generalities to rationalize questionable acts or beliefs. Vague and 
pleasant phrases are often used to justify such actions or beliefs. 


SIMPLIFICATION: Favorable generalities are used to provide simple 
answers to complex social, political, economic, or military problems. 


TRANSFER: This is a technique of projecting positive or negative 
qualities (praise/blame) of a person, entity, object, or value (an 
individual, group, organization, nation, patriotism, etc) to another in 
order to make the second more acceptable or to discredit it. This 
technique is generally used to transfer blame from one member of a 
conflict to another. It evokes an emotional response which stimulates 
the target to identify with recognized authorities. 


LEAST OF EVILS: Acknowledging that the course of action being taken 
is perhaps undesirable but that any alternative would result in an 
outcome far worse. This technique is generally used to explain the need 
for sacrifices or to justify the seemingly harsh actions that displease the 
target audience or restrict personal liberties. Projecting blame on the 
enemy for the unpleasant or restrictive conditions is usually coupled 


with this technique. 


NAME CALLING: This technique attempts to arouse prejudices in an 
audience by labeling the object of the propaganda campaign as 
something the target audience fears, hates, loathes, or finds 
undesirable. Types of “Name Calling” can be identified as below. 


“Direct Name Calling” is used when the audience is sympathetic or 
neutral. It is a simple, straightforward attack on an opponent/opposing 
idea. “Indirect Name Calling” is used when direct name calling would 
antagonize the audience. It is a label for the degree of attack between 
Direct Name Calling and insinuation. Sarcasm and ridicule are employed 
with this technique. Cartoons, illustrations, and photographs are used in 
name calling, often with deadly effect. 


[In its extreme form, Name Calling may indicate that the propagandist 
has lost his sense of proportion or is unable to conduct a positive 
campaign. Before using this technique, weigh benefits vs. harmful 
results. The obstacles are formidable, based primarily on the human 
tendency to close ranks against a stranger. For example, a group may 
despise, dislike, or hate one of its leaders -- but they will generally 
resent any non-group member who makes disparaging remarks against 
the leader/organization in question] 


PINPOINTING THE OPPOSITION: This is a form of simplification 
where a complex situation is reduced to an "enemy" identified as the 
source of all woes. For example, the President of Country X is “forced” 
to declare a State of Emergency to “protect his people” from the 
unprovoked aggression of Country Y. No other reasoning is offered. 


PLAIN FOLKS: The "Plain Folks" approach attempts to convince the 
audience that positions reflect the common sense of the people. It is 
designed to win the confidence of the audience by communicating in the 
common manner/speech/style of the direct audience. Propagandists use 
ordinary language/mannerisms in attempting to identify their point of 
view with that of the average person. With the Plain Folks device, the 
propagandist can win the confidence of persons alienated and distrustful 
of foreign sounding intellectual speech/words/mannerisms/etc. 


the audience can be persuaded to identify its interests with those of the 
propagandist by the following devices 


Presenting soldiers as Plain Folks: The propagandist wants to make the 
enemy feel he is fighting against soldiers who are "decent, everyday 
folks;" this helps to counter themes that paint the opponent as a 
"bloodthirsty killer.” 


Presenting civilians as Plain Folks: The "Plain Folks" device also can help 
to convince the enemy that the opposing nation is not composed of 
arrogant, immoral, deceitful, aggressive, warmongering people -- but 
rather of people wishing to live at peace. 


Humanizing leaders: This technique paints a more human portrait of 
aligned military/civilian leaders. It humanizes them so that the audience 
looks upon them as similar human beings or as kind, wise, fatherly 
figures. 


Vernacular: This is the contemporary language of a specific region or 
people as it is commonly ~ spoken/written and includes 
songs/idioms/jokes. The current vernacular of the specific target 
audience must be utilized as to remain effective. 


Dialect: Dialect is a variation in pronunciation/grammar/vocabulary from 
the norm of a region/nation. When used by the propagandist, perfection 
is required. This technique is best left to those whom the dialect is 
native, because native speakers are generally the best users of dialects 
in propaganda appeals. 


Errors: Scholastic pronunciation/enunciation/delivery give the 
impression of being “artificial.” To give the impression of spontaneity, 
deliberately hesitate between phrases, stammer, or mispronounce 
words. When not overdone, the effect is one of deep sincerity. Errors in 
written material may be made only when they are commonly made by 
members of the reading audience. Generally, errors should be restricted 
to colloquialisms. 


HOMEY WORDS: Homey words are forms of "virtue words" used in the 
everyday life of the average man. These words are familiar ones, such 
as "home," "family," "children," "farm," “neighbors," or such cultural 
equivalents. They evoke a favorable emotional response and help 
transfer the sympathies of the audience to the propagandist. Homey 
words are widely used to evoke nostalgia. Care must be taken to assure 


that homey messages addressed to opposing forces do not also have 
the same effect on friendly forces. If the propaganda or propagandist 
lacks naturalness, there may be an adverse backlash. The audience may 
resent what it considers attempts to mock its language or ways. 


SOCIAL DISAPPROVAL: This is a technique by which the propagandist 
marshals group acceptance and suggests that attitudes/actions contrary 
to the one outlined will only result in social rejection, disapproval, or 
ostracism. The latter -- ostracism -- is a control practice widely used 
within peer groups/traditional societies. 


VIRTUE WORDS: These are words in the value system of the target 
audience which tend to produce a positive image when attached to a 
person/issue. “Peace,” “happiness,” “security,” “wise leadership,” 
“freedom,” are all “virtue words.” 


SLOGANS: A slogan is a brief, striking phrase that may include 
labeling/stereotyping. Effective slogans are self-perpetuating. 


TESTIMONIALS: Testimonials are quotations, in or out of context -- 
especially cited to support or reject a given policy, action, program, or 
personality. The reputation or the role (expert/respected figure/etc) of 
the individual giving the statement is exploited. The testimonial places 
the official sanction of a respected authority onto a _ propagandic 
message. This is done in an effort to cause the target audience to 
identify itself with the authority or to accept the authority's opinions and 
beliefs as its own. 


types of testimonials 


I. Official Sanction: The testimonial authority must have given the 
endorsement or be clearly on record as having approved the attributed 
idea, concept, action, or belief. Four factors are involved -- 
Accomplishment, Identification With The Target, Position of Authority, 
Inanimate Objects. 


*Accomplishment. People have confidence in an authority who has 
demonstrated outstanding ability and proficiency in his field. This 
accomplishment should be related to the subject of the testimonial. 


*Identification with the target. People have greater confidence in an 


authority with whom they have a common bond. For example, the 
soldier more readily trusts an officer with whom he has undergone 
similar arduous experiences than a civilian authority on military 
subjects. 


*Position of authority. The official position of authority may instill 
confidence in the testimony; i.e., head of state, commander, etc. 


*Inanimate objects. Inanimate objects may be used in the testimonial 
device. The propagandist seeks to transfer physical attributes of an 
inanimate object to the message. The Rock of Gibraltar, for example, is 
a type of inanimate object associated with steadfast strength. 


II. Personal Sources/Testimonial Authority: There are four major 
archetypes that fall into this category, best demonstrated in military 
terms - Enemy Leaders, Fellow Soldiers, Opposing Leaders & 
Noteworthy Academia. 


*Enemy leaders. The enemy target audience will generally place great 
value on its high level military leaders as a source of information. 


*Fellow soldiers. Because of their common experiences, soldiers form a 
bond of comradeship. As a result, those in the armed forces are inclined 
to pay close attention to what other soldiers have to say. 


*Opposing leaders. Testimonials of leaders of the opposing nation are of 
particular value in messages that outline war aims and objectives for 
administering the enemy nation after it capitulates. 


*Noteworthy Academia. Famous scholars, writers, and other 
personalities. Frequently, statements of civilians known to the target as 
authoritative or famous scholars, writers, scientists, commentators, etc., 
can be effectively used in propaganda messages. 


III, _Nonpersonal Sources of _Testimonial Authority: Institutions, 
ideologies, national flags, religious, and other non-personal sources are 
often used. The creeds, beliefs, principles, or dogmas of respected 
authorities or other public figures may make effective propaganda 
testimonials. 


factors to be considered (plausibility/false testimonials 


*Plausibility: The testimonial must be plausible to the target audience. 
The esteem in which an authority is held by the target audience will not 
always transfer an implausible testimonial into effective propaganda. 


*False_ Testimonials: Never use false testimonials. Highly selective 
testimonials? Yes. Lies (fabrications)? Never. Fabricated (false) 
testimonials are extremely vulnerable because their lack of authenticity 
makes them easy to challenge and discredit. 


EXHIBIT B: CHARACTERISTICS OF THE CONTENT 
REQUIRING ADDITIONAL INFORMATION TO BE RECOGNIZED 


INCREDIBLE TRUTHS: There are times when the unbelievable/incredible truth not only 
can but should be used. These occasions are as follows: A) When the psychological 
operator is certain that a vitally important event will take place. B) A catastrophic event, or 
one of significant tactical or strategic importance, unfavorable to the opposition has 
occurred and the news has been hidden from the opposing public/supporters. C) The 
opposing force has denied or glossed over an event detrimental to its cause. 


A DOUBLE-CUTTING EDGE: This technique increases the credibility of the 
psychological operator while decreasing the credibility of the opposition to the opposition's 
target audience. Though such news will be incredible to the opposition’s supporters, it 
should be given full play. This event and its significance will eventually become known to 
the opposing side in spite of efforts towards secrecy. The opposing public will recall that 
the incredible news was received from the propagandists own sources. They will also recall 
the deception of their own propagandist. The prime requirement in using this technique is 
that the disseminated “incredible truth” must be or be certain to become a reality. 


INSINUATION: Insinuation is used to create or stir up the suspicions against ideas, 
groups, or individuals in order to divide an opposition camp. The propagandist 
hints/suggests/implies, thus allowing the target audience to draw its own conclusions. 
Latent suspicions and cleavages within the opposing camp are exploited in an attempt to 
structure them into active expressions of disunity which weaken the opposition ’ effort. 


“exploitable vulnerabilities” include the following 


I) Ideological differences between the opposition and its allies/satellites. 
II) Cultural/ethnic/territorial differences. III) Religious/economic/political 
differences. IV) History of civilian animosity/unfair treatment towards 
opposition supporters. V) People versus the bureaucracy/hierarchy. VII) 


Political differences between the ruling elite and their associates VIII) 
Differences illuminating an economic minority that is benefiting at the 
expense of the majority. IX) Unequal or inequitable tax burdens, or the 
high level of taxes; hidden taxes. X) The scarcity of consumer goods for 
the general public and their availability to the various elites and the 
dishonest. XI) Costs of present government policies in terms of lost 
opportunities to accomplish constructive socially desirable goals. XII) 
The powerlessness of the individual. 


“insinuation devices” available to exploit similar vulnerabilities 


*LEADING QUESTIONS: The propagandist may ask questions which 
Suggest only one possible answer. Thus, the question, "What is there to 
do now that your unit is surrounded and you are completely cut off?" 
insinuates that surrender or desertion is the only reasonable alternative 
to annihilation. 


*HUMOR: Humor can be an effective form of insinuation. Jokes and 
cartoons about the enemy find a ready audience among those persons 
in the target country or military camp who normally reject 
straightforward accusations or assertions. Jokes about totalitarian 
leaders and their subordinates often spread with ease and rapidity. 
However, the psychological operator must realize that appreciation of 
humor differs among target groups and so keep humor within the 
appropriate cultural context. 


*PURE MOTIVES: This technique makes it clear that the side 
represented by the propagandists acting in the best interests of the 
target audience, insinuating that the enemy is acting to the contrary. 
For example, the propagandist can use the theme that a satellite force 
fighting on the side of the enemy is insuring the continued subjugation 
of its country by helping the common enemy. 


*GUILT BY ASSOCIATION: Guilt by association links a person, group, or 
idea to other persons, groups, or ideas repugnant to the target 
audience. The insinuation is that the connection is not mutual, 
accidental, or superficial. 

*RUMOR: Malicious rumors are also a potentially effective insinuation. 


*PICTORIAL/PHOTOGRAPHIC PROPAGANDA: A photograph, picture, or 


cartoon can often insinuate a derogatory charge more effectively than 
words. The combination of words and photograph, picture, or cartoon 
can be far more effective. In this content, selected and composite 
photographs can be extremely effective. 


*VOCAL: Radio propagandists can artfully suggest a derogatory notion, 
not only with the words they use, but also by the way in which they 
deliver them. Significant pauses, tonal inflections, sarcastic 
pronunciation, ridiculing enunciation, can be more subtle than written 
insinuation. 


CARD STACKING/SELECTIVE OMISSION: This is the process of 
choosing from aé variety of facts only those which support the 
propagandist's purpose. In using this technique, facts are selected and 
presented which most effectively strengthen and authenticate the point 
of view of the propagandist. It includes the collection of all available 
material pertaining to a subject and the selection of that material which 
most effectively supports the “official line.” Card stacking, case making, 
and censorship are all forms of selection. 


success or failure depends on how adept the propagandist is in selecting 
facts or "cards" and presenting or "stacking" them. 


*INCREASE PRESTIGE: In times of conflict leading personalities, 
economic and social systems, and other institutions making up a nation 
are constantly subjected to propaganda attacks. Card stacking is used 
to counter these attacks by publicizing and reiterating the best qualities 
of the institutions, concepts, or persons being attacked. Like most 
propaganda techniques, card stacking is used to supplement other 
methods. 


The technique may also be used to describe a subject as virtuous or evil 
and to give simple answers to a complicated subject. An intelligent 
propagandist makes his case by imaginative selection of facts. The work 
of the card stacker in using selected facts is divided into 2 main phases. 


1* the propagandist selects only favorable facts and presents them to 
the target in such a manner as to obtain a desired reaction. 2™, the 
propagandist uses these facts as a basis for conclusions, trying to lead 
the audience into accepting the conclusions by accepting the facts. 


PRESENTING THE OTHER SIDE: Some persons in a target audience 
believe that neither belligerent is entirely virtuous. To them propaganda 
solely in terms of right and wrong may not be credible. Agreement with 
minor aspects of the enemy's point of view may overcome this cynicism. 
Another use of presenting the other side is to reduce the impact of 
propaganda that opposing propagandists are likely to be card stacking 
(selective omission). 


SIMPLIFICATION: Many facts of a situation are reduced so the 
right/wrong of an action/decision is obvious to all. This provides simple 
solutions for complex problems. By suggesting simple solutions, this 
technique offers simplified interpretations of events, ideas, concepts. 
Statements are positive and firm; qualifying words are never used. 


- simplification maintains following characteristics - 


*IT THINKS FOR OTHERS: Some people accept information which they 
cannot verify personally as long as the source or the authority is 
considered expert. Others absorb whatever they read, see, hear with 
little discrimination. 


*IT IS CONCISE: Simplification gives the impression of going to the 
heart of the matter in a few words. The target audience will not even 
consider that there may be another answer to the problem. 


*IT BUILDS EGO: Some people are reluctant to believe that any field of 
endeavor, except their own, is difficult to understand. For example, a 
layman is pleased to hear that '"law is just common sense dressed up in 
fancy language," or "modern art is really a hodgepodge of aimless 
experiment or nonsense." Such statements reinforce the ego of the lay 
audience. It is what they would like to believe, because they are afraid 
that law and modern art may actually be beyond their understanding. 


Stereotyping is a form of simplification used to fit persons, groups, 
nations, or events into ready-made categories that tend to produce a 
desired image of good or bad. Stereotyping puts the subject into a mold 
without distinguishing characteristics. 


EXHIBIT C: CHARACTERISTICS OF CONTENT MAY BECOME 
EVIDENT WHEN NUMEROUS PIECES OF OUTPUT ARE EXAMINED 


CHANGE OF PACE: Change of pace is a technique of switching from belligerent to 
peaceful output, from "hot" to "cold," from persuasion to threat, from emotion to fact. 


STALLING: Stalling is a technique of deliberately withholding information until its 
timeliness is past, thereby reducing the possibility of undesired impact. 


SHIFT OF SCENE: Attempting to take the spotlight off an unfavorable situation/condition 
by shifting it to another, so as to force the opposition to go on the defense. 


REPETITION: An idea is repeated in an attempt to elicit an almost automatic response 
from the audience or to reinforce an audience's opinion or attitude. This technique is 
extremely useful because the human being develops skills & values by repetition. An idea 
or position may be repeated many times in one or many messages. The intent is o elicit an 
immediate response or to reinforce an opinion or attitude. 


FEAR OF CHANGE: People fear change, particularly sudden, imposed change over which 
they have no control. They fear it will take from them status, wealth, comfort, safety, life or 
limb. That's why the man in the war trench hesitates to leave — he is afraid of being exposed 


to greater danger. That is why every successful psychological campaign must give offer a 
reasonably safe, honorable way out of any difficult predicament or situation. 
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